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Summary

GREATEST STRENGTH GREATEST WEAKNESS
Tone-of-Voice 74 / 100 Employer Brand Proposition 36 / 100
Situation

brandvju’s overall brand index stands at 64, placing the brand at the "Strong” level. This figure synthesises
identity, expression, positioning and relational performance across the analysed digital surfaces, principally the
website and the founder-led LinkedIn presence, into a single structural reading of a young, category-defining
brand intelligence platform.

Complication

The brand rose shows a distinct asymmetry. Identity is the strongest dimension, while Relation is the weakest, a
gap wide enough to call this a skewed rather than an even brand. The brand knows who it is and what it believes
with considerably more conviction than it knows how to build sustained relational pull with its audiences,
employer brand included. This matches a pattern visible across several sections: the conceptual and verbal layer
of the brand (values, tone, narrative, archetype) is markedly more developed than the relational and asset-based
layer that would make the brand recognisable and bonded to its audience over time.

The harmony gap is small and negative (Brand index 64 against Brand harmony 68), indicating a relatively
cohesive brand rather than one pulled apart by internal contradiction. This is a meaningfully different story from a
brand with strong parts that don't add up: here, the parts are reasonably aligned, but several of them, taken
individually, are still underdeveloped. The friction is not primarily integration failure but immaturity in specific
areas, most visibly in distinctive assets and employer brand, both of which sit well below the identity and
narrative work surrounding them.

Read together, these two signals point to one underlying strategic problem rather than several unrelated ones:
brandvju has built a coherent and intellectually confident brand concept before it has built the recognisable,

repeatable surface assets and relational infrastructure needed to carry that concept at scale. The weakness is
less about what the brand believes and more about what the market can reliably see, recall and attach itself to.

Strategic diagnosis

The brand’s clearest strength is the tightness of its Sage-archetype expression: the pragmatic, low-hyperbole,
methodologically confident tone of voice is closely and consistently aligned with the archetype, giving the brand
an unusually credible, non-hyperbolic register for a software category prone to overclaiming. Against the field of
analysed brands, this expression dimension scores clearly above the field, which corroborates that the tone-of-
voice discipline is a genuine structural strength rather than a surface polish. A second strength is positioning
clarity: the democratisation premise, honest-diagnosis stance and explicit distancing from Al-hype rhetoric give
brandvju a legible and credible position relative to both agency-level brand consultancy and the broader Al-tool
category, reinforced by a relational dimension (section 11, narrative) that also scores clearly above the field. A
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Summary

third, more conceptual strength is the values-identity fit: academic rigor and professional honesty map cleanly
onto the Sage archetype, with accessibility and democratisation values extending this into a complementary
Everyman register.

The most critical weakness is the underdevelopment of distinctive brand assets relative to the maturity of the
conceptual identity. Visual and verbal assets, particularly typography and verbal signature devices, remain
inconsistent and weakly recognisable, and mental availability is correspondingly limited. This is compounded by
an almost entirely absent employer brand dimension, where founder credibility currently substitutes for any
articulated value proposition to employees or recruits, leaving that pairing the weakest cross-dimension
alignment in the entire analysis.

The most important strategic theme threading through the analysis is a gap between conceptual sophistication
and structural visibility. brandvju has articulated a rigorous, well-differentiated idea of itself, grounded in a
credible founder narrative, a distinctive honest-diagnosis positioning and a consistent tone, but this idea is not
yet matched by an equally distinctive set of recognisable assets, a broadened relational footprint beyond
founder-led channels, or organisational signals (employer brand, verified scale, third-party validation) that would
let the market experience the brand as more than a strong idea run by a small, founder-centred team.
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By theme

The analysis gathered across the 15 sections into four focus areas.

Positioning & strategy

Where the brand stands in the market and how it differentiates

FROM 08 - POSITIONING, CATEGORY AND DIFFERENTIATION
Positioning clarity 7.8/10  Competitive differentiation 6.2/10  Strategic durability 5.3/10

brandvju's positioning is clear and consistently articulated, but it sits inside a category frame (structural, model-based brand
diagnosis) that is narrower and more easily substitutable than the brand’s own rhetoric suggests.

FROM 07 - DISTINCTIVE ASSETS AND MENTAL AVAILABILITY

CEP coverage 5.5/10  Distinctive asset strength 5.1/10

The brand's distinctive asset base is thin but not absent, concentrated in a small number of verbal and structural devices, with weak
evidence of ownable visual or sensory marks beyond what the organisation itself has uploaded.

FROM 01 - BRAND ARCHETYPE
Strategic fit 7.3/10  Differentiation 6.3/10

The brand presents itself first and foremost as a provider of structured knowledge and clarity, not as a disruptor, a helper, or a status
symbol. This is the clearest and most consistently activated archetype in the material.

FROM 09 - AUDIENCE ALIGNMENT
Channel/audience match 6.2/10

The brand speaks with notable precision to a single, well-defined professional role: the person inside a company who carries day-to-
day responsibility for brand, marketing or communication, typically without a dedicated brand department or...
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By theme

Narrative, values & voice
What the brand stands for, and how it tells its story and sounds

FROM 03 - BRAND VALUES
Purpose authenticity 6.9/10

brandvju has formulated a named, grouped set of values on its own site: academically grounded, practically applicable, market-
neutral, and easy to understand, with professional honesty singled out as a core value in its own statement...

FROM 11 - NARRATIVE ANALYSIS

Narrative clarity 7.5/10 ~ Emotional resonance 5.8/10  Narrative differentiation 5.9/10

The narrative centres on a recognisable everyday tension: companies invested in brand work without a reliable way to see whether
that work is actually making the brand stronger.

FROM 02 - TONE-OF-VOICE
Clarity 8.2/10 Distinctiveness 6.3/10  Strategic fit 7.8/10

The tone sits closer to the casual end without tipping into informality. Second-person "du” address, short headline-style phrases
("Skabt til hverdagen,” "Klarhed, der kan arbejdes videre med") and customer-voice quotes..

FROM 05 - BRAND ASSETS AND RECOGNITION

The brandvju logo is a wordmark with a deliberate internal contrast: "brand” set in bold/extrabold weight and "vju” in a lighter
regular/medium weight, both lowercase, in a sans-serif typeface.

FROM 06 - SEMIOTIC BRAND ANALYSIS
Semiotic clarity 7/10

brandvju explicitly denotes itself as a "brand intelligence” platform: a web-based tool that turns brand analysis into concrete action,
built on "13 recognised models” across "5 dimensions” and "15 analysis sections.” The explicit...
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By theme

Visual identity

Logo, colours, typography and the meaning of the visual expression

FROM 05 - BRAND ASSETS AND RECOGNITION
Logo consistency 6/10  Imagery consistency 7.8/10  Colour palette distinctiveness 7.3/10  Overall asset strength 6.3/10

The brandvju logo is a wordmark with a deliberate internal contrast: "brand” set in bold/extrabold weight and "vju” in a lighter
regular/medium weight, both lowercase, in a sans-serif typeface.

FROM 06 - SEMIOTIC BRAND ANALYSIS
Semiotic consistency 7/10  Cultural anchoring 6/10

brandvju explicitly denotes itself as a "brand intelligence” platform: a web-based tool that turns brand analysis into concrete action,
built on "13 recognised models” across "5 dimensions” and "15 analysis sections.” The explicit...

FROM 07 - DISTINCTIVE ASSETS AND MENTAL AVAILABILITY
Mental availability 4.8/10

The brand's distinctive asset base is thin but not absent, concentrated in a small number of verbal and structural devices, with weak
evidence of ownable visual or sensory marks beyond what the organisation itself has uploaded.

FROM 04 - BRAND IDENTITY PRISM
Physique 6/10

The physique facet is thinly but consistently rendered. Verified visual assets show a wordmark logo splitting "brand” (bold) and "vju
(lighter weight) in lowercase sans-serif, with a square app icon using the "bv" initials.

FROM 01 - BRAND ARCHETYPE

The brand presents itself first and foremost as a provider of structured knowledge and clarity, not as a disruptor, a helper, or a status
symbol. This is the clearest and most consistently activated archetype in the material.

Employer brand & culture
The brand as a workplace and the culture it signals

FROM 10 - EMPLOYER BRAND PROPOSITION
EVP clarity 2.3/10  Brand/employer alignment 5.8/10  Employer brand strength 2.8/10

No explicit Employee Value Proposition is visible in the material. brandvju has no careers page, job postings or employee-facing
content in the dataset, and at this company size (fewer than 11 employees, founder-led), none would...

FROM 12 - DIGITAL AND CHANNEL EXECUTION

The website is the strongest and best-documented channel, and it executes the brand's positioning with notable clarity.

FROM 13 - BRAND HARMONY AND INTERNAL CONSISTENCY

The brand shows a moderately high degree of internal harmony, with its primary source of friction not in contradiction but in
underdevelopment: the Sage-led identity, tone and values are tightly aligned, while the visual and...

FROM 03 - BRAND VALUES

brandvju has formulated a named, grouped set of values on its own site: academically grounded, practically applicable, market-
neutral, and easy to understand, with professional honesty singled out as a core value in its own statement...
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BrandRose

The BrandRose visualises the brand’s strength across 12 analysis dimensions, grouped into four overarching
dimensions: Identity, Expression, Position and Relation. The further a petal extends towards the outer edge,
the stronger the brand is on that particular dimension. A symmetrical rose indicates a balanced brand —
asymmetry points to where effort should be directed.

Channel Archetype

Narrative Tone-of-Voice

Employer brand Values

Target audience Prism

Positioning Brand assets

Distinctive assets Semiotics

| Industry benchmark: IT & software (n=55)

Bl IDENTITY 70 B EXPRESSION 66
Archetype - Tone-of-Voice - Values - Prism Brand assets - Semiotics
B POSITION 63 B RELATION 58
Distinctive assets - Positioning - Audience Employer brand - Narrative - Channels

0-19 Notpresent 20-39 Unrealised 40-59 Functional 60-79 Strong 80-100 Exceptional

The number on each petal is the score (0-100); petal length grows with the score
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Benchmark quadrant

Each section is plotted by its absolute score and its position against the field of analysed brands in the industry

(frozen for this analysis, n=55). The absolute level remains the verdict; the position shows where a weakness is

shared by the field, and where the brand genuinely lags.

1Brand archetype

3 Brand values

5 Brand assets and recognition

7 Distinctive assets and mental availability
9 Audience alignment

11 Narrative analysis

13 Brand harmony and internal consistency

Aida Branding5

HOW TO READ THE QUADRANT

2 Tone-of-Voice

4 Brand Identity Prism

6 Semiotic brand analysis

8 Positioning, category and differentiation
10 Employer Brand Proposition

12 Digital and channel execution

dreamtrue.ai

Genuine weakness (low score, below the field): a real disadvantage, and the most urgent place to improve.

Category weakness (low score, yet above the field): the whole field is weak here, so a moderate effort can set the brand apart.

An opportunity.

Hidden lag (decent score, but the field is anead): deserves attention before it becomes a disadvantage.

Strength above the field (high score, above the field): a strength to defend and put to use.
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The quadrant turned into action

Opportunity: category weaknesses (low score, yet above the field)

Distinctive assets and mental availability.

The whole field is weak here, so a moderate effort can set the brand apart. An obvious place to differentiate rather than merely

repair.

Defend and use: strengths above the field (high score, above the field)

Tone-of-Voice, Brand values, Narrative analysis, Brand assets and recognition, Brand harmony and internal consistency,
Digital and channel execution, Positioning, category and differentiation, Brand Identity Prism, Audience alignment,
Brand archetype, Semiotic brand analysis.

Use them actively as proof in your communication, and let them carry the story. They are not a resting point.

The concrete actions, the order and the first steps are in the actions report
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Source material and method

SOURCE COVERAGE: MEDIUM | ADDITIONAL MATERIAL RECOMMENDED

Source coverage and methodology

The analysis rests on a moderately broad but commercially thin evidence base: strong documentation of the
platform’s own stated claims and product structure, weaker and largely founder-led documentation of external
validation, reputation or market traction.

The company’s own digital channels Nine pages of brandvju.com were crawled, covering the homepage,
product pages (BrandCheck, BrandWriter, Finder Suite, agency offering), pricing, insights section and the
published "Brandfeltet, 2. halvar 2026" report. This material is treated as FACT and provides the primary basis for
assessing value proposition, tonality, product architecture, stated values and pricing. The crawl| covers only one
language version of the site (the material itself notes this); the site is confirmed to exist in both Danish and
English, so the single-language snapshot should not be read as the full expression of the brand’s voice across
markets. No dates are attached to most website copy itself, so the timing of specific claims (e.g. when particular
product pages were published or last updated) is not established, except where the material explicitly dates a
data snapshot (15 October 2026) or report title (2. halvar 2026).

Social and external digital channels Social media activity was not covered by the live crawl; visibility into this
channel comes only through the uploaded material (see below) and through reported LinkedIn signals indexed at
specific points in 2026 (April, October, November). A LinkedIn company profile exists and is confirmed via the
website, but its content, posting cadence and engagement were not independently crawled. One instance of
trade press coverage (Kforum, 2026) is documented; no coverage was found in nationally recognised news media
or established software review platforms. This is treated as a genuine absence within the sources checked, not
as a data gap, since the research explicitly searched these outlets.

Company register No verified match was found in a company register. Legal entity status, registration number
and founding date remain unconfirmed; this is marked INFERRED in the source material rather than verified
absent, since no jurisdiction-specific register search is documented as conclusive.

Stated competitor context Nine named platforms are provided as stated competitors (Tracksuit, Latana,
Brandwatch/Cision, Behavio, Theaida.ai, BrandBuildr.ai, Branding5, WallyMatters, DreamTRUE.ai), with funding,
founding and positioning details of varying verification status (FACT, REPORTED, or unconfirmed). This context is
supplied by the user and cross-referenced against web search rather than independently verified in full.

Current web search Supplementary web search was carried out and produced the bulk of the founder biography
details, competitor funding data, and the Kforum editorial reference. Most of this material carries REPORTED
status with indexed dates rather than original publication dates, and several claims (e.g. founder’s prior roles)
rest on LinkedIn content rather than primary sources.
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Source material and method

Visual identity Logo and colours were read directly from the website, with confidence stated as high. Primary
colours (#1D2A44 @, #D46ALA @) and two probable accent colours are confirmed, along with a wordmark logo
form and a sans-serif typeface (Manrope) read from site CSS, which carries an inherent caveat that a webfont
name in code may not always match the rendered visual experience. No front-page image could be assessed, so
imagery style is not documented.

Uploaded material Thirty-six items were supplied by the organisation, comprising one logo/colour reference and
the balance split between social media posts (32 items, dated across July, August, September, October 2026)
and third-party press coverage (dated July, October and November 2026). This is the only channel through which
social media content enters the analysis at all. The uploaded press items appear to overlap in subject with the
Kforum reference found via web search; no second date discrepancy is evident beyond this, though the uploaded
material's own dates take precedence where overlap occurs.

Because brandvju’s primary contact surface is the web platform itself, including the website, the product
interface and its channels, and because this surface has been directly crawled, no separate channel-coverage
caveat is required: the analysis is not missing visibility into a primary, non-digital brand surface.

The source hierarchy places the live website crawl as the most authoritative layer, followed by uploaded material
(dated, organisation-supplied), with web search and LinkedIn-derived claims forming a secondary, REPORTED
layer carrying lower certainty. No material inconsistencies were found between these layers; the main limitation is
thinness rather than contradiction, particularly around independent market validation, customer numbers, and
reputation beyond founder-led and trade-press channels.

Source coverage: medium - Internal consistency: high - Key limitations: no verified company register entry; no
independent customer, usage or review-platform data; social and search-perception channels largely
unobserved except via organisation-supplied uploads; reputation evidence limited to a single trade-press
instance.

Benchmark: the benchmark lines in this report are based on the median of the 55 brands in the IT & software industry analysed on the
platform since 24 June 2026 (latest analysis per brand, competitor analyses included). Sections where the industry has fewer than 15
brands use the global benchmark. The figures were frozen on 10 November 2026 for this analysis.
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Source material and method

THE ANALYSIS'S DATA BASIS

A factual record of the sources this run actually drew on. A source that was not available means missing data, never a weakness

inthe brand.

Website 9 pages crawled (front page + 8 subpages); the site has several language versions (da, en) — only one was
crawled

Web research carried out (6 searches)

Company register no verified match found

Visual identity logo and colours verified from the website

Imagery style assessed across 8 uploaded images (social media/ads/physical)
Uploaded material 2 items included

Search perception not available for this run

Press coverage not available for this run

Searchresults read and included (titles and snippets)

Video (YouTube) no verified channel found

Social media not directly readable for the analysis — only uploaded material can carry themin

MATERIAL FROM THE ARCHIVE WAS INCLUDED

Beyond what is available online, this analysis draws on material you added to the material archive yourself. It was
read as a source alongside the website, registers and web search, and assessed the same way. Quality counts, not
quantity.
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Brand archetype

68 Strong

Typical level for this section is 63 (median of 55 analysed brands, in the IT & software industry). Your brand is above. You are ahead of all
the competitors you have analysed yourselves in this section. Since the last analysis your position has moved from clearly above to

above.

Strategic fit

Differentiation

The Sage dominates brandvju’s archetypal profile

PRIMARY

The Sage
Knowledge - Insight - Understanding

TERTIARY
The Creator

Imagination - Innovation - Originality

SECONDARY

The Everyman
Community - Authenticity - Accessibility

7.3/10
6.3/10

The brand presents itself first and foremost as a provider of structured knowledge and clarity, not as a disruptor, a

helper, or a status symbol. This is the clearest and most consistently activated archetype in the material.

The Sage

The Sage archetype shows up across language, methodology and positioning. The platform’s core promise,
“Brand Intelligence for Smarter Decisions,” frames the entire offering around better thinking rather than

emotional transformation or convenience. The stated values, "academically grounded,” “practically applicable,”

“market-neutral,” "easy to understand,” all point to an authority built on rigour and objectivity rather than
charisma or disruption. The methodological architecture itself, 13 recognised models across 5 dimensions

producing a 360° diagnosis, performs Sage credentials through sheer structural completeness: the brand is not

just claiming expertise, itis demonstrating it through visible systematisation. The founder’s own framing
reinforces this: the platform is built on "30+ years of experience... not as subjective gut feelings, but as a

professional foundation,” and the explicit disclaimer that it is "not built to replace human judgement” signals

intellectual humility characteristic of the Sage rather than the triumphalist tone of a Magician or Hero. The

decision to publish a proprietary meta-analysis, "Brandfeltet, 2. halvar 2026," based on 351 brands, and to turn
that into ongoing thought-leadership content on LinkedIn, is a textbook Sage move: converting proprietary data

into public, shareable insight that builds authority.
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Brand archetype 68 stong

This appears deliberately activated. The founder’s public rationale for avoiding the word “Al"* (“the word promises
everything and means nothing; buyers want to know whether they can trust the analysis") is an explicit strategic
choice to protect credibility over hype, which is a hallmark Sage trade-off made consciously rather than by
accident.

The Everyman

A secondary archetype runs alongside the Sage: the Everyman, expressed through the democratisation premise
“everyone deserves a strong brand” and the belief that "most companies have more brand value than they
realise.” The free entry tier, the accessible DKK 249/month pricing explicitly positioned "well below agency-level
costs,” and the founder’s quote about companies where brand work "is one or a few people’s part-time
responsibility alongside five other tasks” all signal a brand speaking for the overlooked majority rather than an
elite segment. The second-person "du” address and the plain, direct, low-hyperbole Scandinavian tonality
reinforce approachability over exclusivity. This combination of Sage authority with Everyman accessibility is
coherent rather than contradictory: it is the classic "expert for the many, not the few" positioning, and it appears
consistent across pricing, tonality and value statements, suggesting deliberate rather than incidental use.

The Creator

Athird, weaker thread is the Creator archetype, visible in the BrandWriter tool (generating on-brand copy), the
Finder Suite (co-creating archetype, tone-of-voice and story with up to 9 participants), and the general promise
of turning diagnosis into "concrete actions” and material. This is less a sender-personality trait than a product-
feature pattern: the brand enables creation for its users rather than performing creative self-expression itself. It
is present but secondary and functions more as a product capability than a personality signal.

Archetypal consistency and strategic fit

The Sage/Everyman combination is reinforced across tagline, pricing logic, founder commentary and published
research, with no material instances contradicting it (no Outlaw provocation, no Ruler exclusivity signalling, no
Jester playfulness beyond the founder’s "Guess a Brand” LinkedIn series, which itself reads as an educational
device rather than entertainment for its own sake). This gives reasonably high internal consistency, though the
dataset covering tonality and design is still relatively narrow (9 crawled pages), which caps certainty.

On strategic fit: the brand intelligence and SaaS brand-tracking category is typically populated by data-authority
positioning (quantitative panels, enterprise listening tools) that leans Sage or Ruler through scale and precision
claims, or Magician through "Al transforms everything” framing. brandvju’s choice to lead with methodological
transparency and human-centred humility rather than Al-magic or enterprise-scale authority differentiates it
within a category that often defaults to technological mystique. The Sage positioning fits a market segment of
under-resourced marketing generalists reasonably well, though it also means the brand must continuously prove
analytical rigour to avoid being read as "just another Al tool," a tension the founder appears aware of but which
remains a structural vulnerability rather than a resolved strength.
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Brand archetype 68 stong

DISTANCE TO DESIRED PROFILE
Now: The Sage Desired: The Sage Match

The brand’s archetype is fully aligned: both the current profile and the desired state place brandvju as The Sage.
There is no distance to account for here, and the archetype can be treated as a stable foundation across all brand

development work.

Desired profile set 3 November 2026
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Tone-of-Voice

Typical level for this sectionis 63 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Clarity 8.2/10
Strategic fit 7.8/10
Consistency 74
Distinctiveness 6.3/10
Formal — Casual 3.3/5
Complex — Simple 3.9/5
Serious — Humorous 1.5/5
e
Respectful — Irreverent 1.8/5

THE MEASURED TONE OF VOICE

Measured Expert Clarity
Serious and respectful

A casual-leaning yet professional voice that is serious, respectful, and clear, with restrained enthusiasm.

Formal — Casual: 3.5

The tone sits closer to the casual end without tipping into informality. Second-person "du” address, short
headline-style phrases ("Skabt til hverdagen,” "Klarhed, der kan arbejdes videre med") and customer-voice
quotes ("Vilaver hele tiden noget. Men jeg kan ikke se, om brandet faktisk bliver stzerkere.") create a
conversational register rather than a corporate-report one. At the same time, terminology such as "13 anerkendte
modeller,” "360° diagnose” and the five-dimension framework keeps a layer of professional formality intact. This
placement appears deliberate: the brand needs to sound approachable to time-pressed marketing generalists
while still signalling methodological rigor to a B2B buyer evaluating a paid tool.

Serious — Humorous: 1.5

Almost no humour appears anywhere in the material. The tone is pragmatic and problem-focused, built around
pain points and clarity rather than wit. The one lighter touch identified is the "Guess a Brand" LinkedIn series,
which introduces a mild game-like format, but this is a single tactical instance rather than a recurring stylistic
trait. The low score is strategically appropriate for a platform whose core differentiator is academic grounding and
professional honesty; humour would work against the trust-building function the tone is asked to perform.

Respectful — Irreverent: 2.0
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Tone-of-Voice

The brand avoids provocation and stays within a measured, expert register. There is no evidence of boundary-
pushing claims, competitor needling or irreverent framing. The founder’s explicit avoidance of foregrounding "Al"
("the word promises everything and means nothing") reflects a deliberately cautious, credibility-first stance
rather than a disruptive one. This is consistent with a Sage-dominant archetype and fits a buyer segment that
needs reassurance that the output is trustworthy, not entertainment.

Matter-of-fact — Enthusiastic: 3.0

The language carries conviction without hyperbole. Statements such as "Everyone deserves access to more
qualified brand work" and "we make brand work clear, concrete and easier to act on” express a belief and an
ambition, but the phrasing stays measured and declarative rather than exclamatory. Scandinavian
understatement is explicitly noted as a tonal trait, and the material confirms “low on marketing hyperbole.” The
moderate placement looks intentional: enough conviction to motivate action, not so much that it undermines the
"market-neutral,” academically-grounded positioning.

Complex — Simple: 3.8

Given that the underlying subject (13 models, 5 dimensions, 15 analysis sections) is inherently technical, the
surface language works hard to stay accessible: short headings, plain-language guiding questions ("Who are
you? What should you do? Who do you want to be?"), and customer quotes that mirror everyday frustration
rather than brand-theory jargon. The tension is real, however: terms like “Brandharmoni,” "Brandindeks" and the
dimension labels (Identitet, Udtryk, Positionering, Relation, Sammenhaeng) require some onboarding. The
simplicity is a stated value ("Let at forstd") and appears to be a genuine design intent rather than an accidental
outcome, though the methodology’s inherent density caps how simple the experience can fully become.

Consistency across channels

Based on the material covered (website, 9 pages crawled; LinkedIn presence noted but not fully crawled), the
tone holds steady across the homepage, the agency-facing page and the insights/report content: direct
address, pragmatic framing, and restrained enthusiasm recur across at least three distinct page types
(hero/value proposition, agency page, insights/report section). Social media tone cannot be assessed, as social
media was not covered by the crawl and only uploaded material could carry it in; this is a data limitation, not a sign
of inconsistency. Within what is observable, no contradictory register was found, which supports a reasonably
high consistency score, though the single-language-version craw! (Danish) limits certainty about whether the
English version preserves the same tonal calibration.

Deliberateness of variation

The one notable variation, the "Guess a Brand" LinkedIn series, reads as a deliberate format-level departure
(gamified, anonymised case content) rather than a tonal drift, and it sits on top of the same underlying voice
rather than replacing it. No other meaningful variation is evident in the material, so the overall picture is one of a

10 November 2026 Page 18 of 62



Tone-of-Voice

tightly controlled, singular voice rather than a tone that flexes by context.
Distinctiveness in category

The tone is only moderately distinct. Pragmatic, honest, low-hyperbole language is itself a category norm among
brand-intelligence and SaaS analytics tools, which commonly lean on credibility-signalling rather than
personality-driven voice. What differentiates brandvju somewhat is the explicit avoidance of "Al" as a selling word
and the customer-quote-driven pain-point framing, which personalises an otherwise abstract category. Thisis a
modest differentiator rather than a strong one, since the underlying register (expert, calm, direct) is widely
shared across adjacent B2B software categories.

Support for archetype and audience fit

The tone strongly supports the Sage-dominant, Everyman-secondary archetype profile identified previously: the
emphasis on honesty, evidence ("Faglig serlighed er en kernevaerdi*), clarity, and accessibility to non-specialists
aligns closely with Sage’s truth-seeking posture and Everyman's democratising, “for everyone” framing (“alle
virksomheder fortjener adgang til et mere kvalificeret brandarbejde"). For a B2B audience of marketing, brand and
communication professionals, often non-specialists managing brand "alongside five other tasks,” the plain-
language, reassuring tone is well matched to the buying context and likely reduces perceived risk in adopting an
Al-assisted tool.

B2B alignment

The tone is appropriately B2B in register: it assumes a professional context, speaks to a named task (brand work)
and a named pain (lack of time, unclear impact), and avoids consumer-style emotional appeals. It does not read
as B2C-inflected despite the platform’s stated openness to B2C clients, which is coherent given the primary
audience is brand/marketing/communication professionals rather than end consumers.

Concrete linguistic examples

1. "Vilaver hele tiden noget. Men jeg kan ikke se, om brandet faktisk bliver steerkere.” - conversational, pain-
point-driven, customer-voice framing.

2. "Frabrandanalyse til konkrete handlinger” - direct, action-oriented, low on embellishment.
3. "Faglig eerlighed er en kerneveerdi i brandvju.” - formal-adjacent, values-driven, credibility signalling.
4. "Skabt til hverdagen” - short, plain, everyday register supporting the Everyman secondary archetype.

5. "Alle virksomheder fortjener adgang til et mere kvalificeret brandarbejde.” - democratising claim, measured
conviction without hyperbole.

6. "Brand Intelligence for Smarter Decisions” - English tagline, confident but restrained, no exclamation or
superlative stacking.
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Tone-of-Voice

DISTANCE TO DESIRED PROFILE

Complex - Simple: now 3.9 (Simple) — desired 2 (Complex), distance 1.9 (large)
Formal - Casual: now 3.3 (Balanced) desired 2 (Formal), distance 1.3 (noticeable)

The two most significant distances in tone of voice both point in the same direction: toward greater formality and
complexity. The largest shift is on the Complex-Simple axis, where the current profile sits at 3.9 (Simple) and the
desired positionis 2.0 (Complex), a large distance of 1.9 points. A noticeable secondary shift of 1.3 points runs
along the Formal-Casual axis, moving from a balanced register (3.3) toward a clearly formal one (2.0). Together,
these distances describe a brand that currently communicates in a noticeably plain and approachable register and
is aiming for a voice that is more structured, precise, and professionally weighted.

Desired profile set 3 November 2026
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Typical level for this sectionis 53 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Number of brand values 6/10
Purpose authenticity 6.9/10
Values consistency 70
Differentiation 6.5/10

IDENTIFIED BRAND VALUES

Officially communicated values Stated by the brand itself

Academically grounded Practically applicable Market-neutral Easy to understand
Professional honesty

Implicitly present Read from behaviour and expression
Accessibility/democratisation Pragmatism over hype

Part 1: Identification

brandvju has formulated a named, grouped set of values on its own site: academically grounded, practically
applicable, market-neutral, and easy to understand, with professional honesty singled out as a core value in its
own statement ("professional honesty is a core value in brandvju"). This constitutes a jointly gathered set of
values rather than scattered claims picked up incidentally. Alongside this explicit set, the material shows a
recurring purpose-style statement (“we make brand work clear, concrete, and easier to act on") and a belief
statement (“every company deserves access to more qualified brand work"), both officially communicated. Two
further values are present only implicitly through product design and founder commentary:
accessibility/democratisation and pragmatism over hype, neither of which is named as a value in the brand’s own
wording but which recur across product structure, pricing, and tonality.

Part 2: Analysis per value

Academically grounded In this context this means the methodology rests on 13 named models across 5
dimensions rather than ad hoc judgement. It is documented through behaviour: the platform structure itself (15
sections, named dimensions) operationalises the claim, and the founder’s commentary explicitly frames the
approach as "a professional foundation” rather than "subjective gut feeling.” This is moderately differentiating in
a category where several competitors lean on proprietary algorithms or behavioural science claims instead of
named, citable models. It appears consistent across the homepage, methodology pages, and founder
statements.
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Practically applicable This means output translates into prioritised, actionable recommendations rather than
descriptive reports. It is well documented through behaviour: three-tier prioritisation (Critical, Important,
Consider), impact/effort matrices, and a 12-month implementation timeline are concrete structural evidence, not
just a claim. This is a genuine differentiator against diagnostic-only competitors and is consistent across product
description and tagline ("from brand analysis to concrete actions”).

Market-neutral This implies the assessment is not biased toward any particular style, industry, or market
convention. It is asserted but only thinly evidenced in the material: there is no visible mechanism (e.g. industry-
specific benchmarking logic beyond the Danish dataset) that independently demonstrates neutrality beyond the
claimitself. It is stated once as a listed value and not elaborated elsewhere, which limits confidence in its
behavioural grounding. Differentiation is unclear given the absence of comparative detail.

Easy to understand This means outputs and language should be accessible to non-specialists, consistent with
the plain, second-person, jargon-light tone identified in the tonality analysis. It is reasonably well documented
through behaviour: short headline-style phrasing, a glossary ("Ordbog"), and guides support the claim. Itis a
modest differentiator, since clarity is a common claim across the self-serve software category, butitis
consistently expressed across the site’'s tone and structure.

Professional honesty Singled out by the brand as a core value. In context this signals a commitment to telling
clients uncomfortable truths rather than flattering reports. It finds some behavioural support in the founder’s
public commentary (acknowledging that Al tools face legitimate scrutiny, and that the realistic alternative for
many companies is “often nothing" rather than agency-quality work), which is a candid rather than promotional
framing. This is a more genuinely differentiating value, since it runs against typical SaaS marketing instinct to
overstate capability, though it rests on a single documented instance of founder commentary rather than
repeated proof across channels.

Accessibility/democratisation (implicit) Not named as a value per se, but present throughout: free entry tier,
low subscription price, explicit "everyone deserves a strong brand” framing, and the founder’s stated rationale for
building the tool. It is strongly documented through pricing structure and recurring phrasing, making it one of the
more consistent implicit values in the material, and it is differentiating relative to higher-priced, enterprise- or
agency-oriented competitors in the category.

Pragmatism over hype (implicit) Visible in the founder’s deliberate avoidance of foregrounding "Al" as a selling
point, reasoning that the term "promises everything and means nothing.” This is a single but clear behavioural
instance (a stated communication choice) rather than a named value, and it aligns with the low-hyperbole
Scandinavian tonality identified previously. It is differentiating in a software category where Al capability is
typically front and center in positioning.

Part 3: Purpose authenticity assessment
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The brand communicates an explicit purpose: making brand work “clear, concrete, and easier to act on,” anchored
in the belief that most companies have more brand value than they realise but lack the time or resources to
surface it. This purpose shows meaningful anchoring in the business model rather than being purely rhetorical:
the freemium structure, low self-serve pricing, and product mechanics (prioritised actions, assistants, one-click
adjustments) are built to materially lower the cost of professional brand work, which is the same claim the
purpose statement makes. The founder’s candid acknowledgment that the realistic alternative for most under-
resourced companies "is often nothing” reinforces that the purpose is grounded in an observed market gap
rather than invented for messaging purposes.

At the same time, authenticity is only partially verifiable. There is no evidence in the material of customer
outcomes, case studies, or third-party validation that the democratisation premise actually delivers results for
underserved companies, and the broader public footprint remains thin (trade press only, no independent reviews
platforms). The purpose is therefore credible inits logical fit with the business model but not yet independently
evidenced inimpact.

On differentiation, the purpose sits at a meaningful but not unique position. "Making brand strategy accessible to
companies that can’t afford an agency” is a reasonably distinctive premise relative to named competitors in the
material, most of which are priced at enterprise or mid-market levels or oriented toward agencies and larger
advertisers; several of brandvju’s closer self-serve competitors occupy similar accessible-pricing territory,
meaning the premise is distinctive within the category but not without comparable ambition elsewhere.
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Typical level for this sectionis 58 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. Among the
competitors you have analysed yourselves, none are ahead of you in this section; dreamtrue.ai is level with you

Culture 7.7110
Physique 6/10
Relation 6.5/10
Reflection 6.3/10
Self-image 5.4/10
Personality 8.1/10
Prism coherence 68
Physique

The physique facet is thinly but consistently rendered. Verified visual assets show a wordmark logo splitting
"brand” (bold) and “vju" (lighter weight) in lowercase sans-serif, with a square app icon using the "bv" initials. The
colour palette (deep navy #1D2A44 @, terracotta #D46A4LA @, with probable accent tones #C0392B @ and
#ECE9QE2 () reads as grounded and professional rather than trend-driven tech branding. Body copy uses
Manrope, a clean, modern sans-serif consistent with the platform’s stated "easy to understand” value. The
naming convention (brandvju, BrandCheck, BrandWriter, Brandharmoni, Brandindeks) is systematic and modular,
reinforcing a sense of structured methodology rather than loose feature naming. No front-page image could be
assessed, so the brand’s visual storytelling beyond logo and typography cannot be verified. The physical product
experience itself (Ul design, dashboard layout, report visuals) is not available to the analysis beyond what is
described textually. What is present is coherent and restrained; what is missing is any visual evidence of how the
platform’s much-touted “clarity” actually manifests on screen.

Personality

Personality is the most fully documented facet and shows strong internal consistency with Sections 1and 2. The
brand presents as pragmatic, direct, methodologically confident and low on hyperbole, using second-person
address and short, declarative headline phrasing. Customer-pain quotes embedded in the copy (“We're
constantly doing things. But | can't tell if the brand is actually getting stronger”) signal an empathetic but no-
nonsense character. The founder’s public rationale for avoiding the word “Al" (“it promises everything and means
nothing") reinforces a personality built on substance over buzzword marketing. This is a confident, teacherly,
slightly austere character, consistent with the Sage-dominant archetype profile already established. Weakness
here is one of range: the personality is articulated almost entirely through the founder’s voice and website copy,
with no evidence yet of how it holds up across varied formats (video, social content, customer-facing events).

Culture
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Culture is explicitly stated and reasonably well evidenced. Stated values (“academically grounded," “practically
applicable,” “market-neutral,” “easy to understand") combine with the core value of “professional honesty" and a
democratisation belief ("everyone deserves access to more qualified brand work™). The founder’s biography, built
explicitly on 30+ years of industry experience rather than "subjective gut feeling,” gives the culture a credibility
anchor. The Kforum quote about brand work often being “one or a few people’s part-time responsibility” sharpens
the cultural position into something close to a mission statement against inaccessibility in the category. Thisis a
well-articulated culture for an early-stage platform. What is not available to the analysis is any internal culture
signal: no employer-brand messaging, no team visibility beyond two named founders, no evidence of how culture
is lived operationally beyond the product and its marketing copy.

Relation

The relational facet is functionally strong but one-directional in the evidence. The platform positions itself as a
working partner rather than a replacement, explicit in the statement that it is "not built to replace human
judgement, experience or strategic responsibility.” Free entry, tiered recommendations
(Critical/Important/Consider), and progressive feature access (ad hoc to subscription to enterprise) suggest a
relationship designed to scale with the user’'s commitment and trust. The "Guess a Brand” LinkedIn series,
publishing anonymised real analyses, functions as a public demonstration of the relationship logic: show, don’t
just claim. However, the material contains no customer testimonials, case studies, or evidence of post-purchase
relationship (retention behaviour, support interaction, community), so the depth of the ongoing relationship
beyond the first free analysis cannot be verified.

Reflection

The brand projects an image of its user as an under-resourced but ambitious professional: someone juggling
brand responsibility alongside other tasks, time-poor, not naive but under-served by expensive alternatives. This
reflection is reinforced by target-audience language ("ambitious brands," marketing/brand/communication
professionals as primary audience) and the founder’s explicit framing of the alternative to brandvju being “often
nothing” rather than agency-grade advice. The agency/consultant-facing page, promising client brands
"analysed in an afternoon,” projects a secondary, more instrumental reflection: the time-pressed practitioner
seeking speed and leverage. These two reflections (democratised in-house owner vs. efficiency-seeking agency
professional) sit coherently alongside each other but are not yet reconciled into a single sharp image; the
material shows two parallel user identities rather than one unified refiection.

Self-image

Self-image is the weakest-evidenced facet. The implied emotional payoff, that using brandvju lets a time-pressed
professional feel in control, credible and "on top of" brand work they might otherwise neglect, is inferable from
the pain-point quotes and the democratisation narrative, but it is never stated directly as an aspirational identity
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claim. There is no testimonial, review, or first-person user statement in the material confirming how customers
actually describe feeling after using the product. This facet rests on inference from product logic and tone rather
than direct evidence, and should be read as the most speculative of the six.

Balance and coherence

The prism shows a pronounced tilt toward Personality and Culture, both richly and consistently documented
through founder voice, stated values and tonality, while Physique and Self-image remain comparatively
undersupported by the available material. Relation and Refiection sit in between: logically coherent with the rest
of the identity but resting more on inferred product logic than on direct evidence of lived customer relationships.
This is a common pattern for an early-stage, founder-led platform where the narrative and value system have
been built out well ahead of visual richness, customer proof points and emotional validation. The facets that are
present cohere tightly with one another (pragmatic personality, honesty-led culture, democratisation-based
relation and reflection all point the same direction), which gives the prism a credible internal logic even where
individual facets remain thin.
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Brand assets and recognition 64 stong

Typical level for this sectionis 53 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Verbal assets 5.7/10
Logo consistency 6/10
Imagery consistency 7.8/10
Colour palette

distinctiveness 7:3110
Overall asset strength 6.3/10
Typography consistency 5/10
Logo

The brandvju logo is a wordmark with a deliberate internal contrast: "brand” set in bold/extrabold weight and "vju”
in a lighter regular/medium weight, both lowercase, in a sans-serif typeface. The app icon reduces this to the
initials "bv" in a square form. This is a simple, minimal construction with a clear distinguishing device, the weight
contrast, that gives it a theoretical chance of recognisability even without colour or surrounding context.
However, the material provided shows no evidence of the logo in varied applications (packaging, merchandise,
event signage, favicon in situ) beyond the website header/footer and the app icon. Within the material available,
the wordmark appears consistently formed wherever it is used. Recognisability outside brand context cannot be
fully verified on this basis, since the only deployments seen are owned digital channels. The ironic subtext here is
notable: the brand’s own published research (the Barsen op-ed) argues that the typical Danish brand has only
0.4 strong, distinctive visual markers and that two-thirds have none, using a logo-covered-up thought
experiment as its central provocation. brandvju’s own logo, while competently constructed, relies on a single
device (weight contrast within a wordmark) and has not demonstrated the kind of repeated, bold distinctiveness
its own thought leadership calls for.

Colour palette

The verified palette consists of a dark navy primary (#1D2A44 @), a terracotta/coral secondary (#D46A4A @),
and two probable accents (#C0392B @, #ECESQE2 (). This is a restrained, four-colour system, which is
disciplined by design and consistent with the brand’s stated preference for clarity over decoration. The navy-
plus-coral combination is distinctive relative to the category norm the brand’s own research describes: the
Barsen piece reports that 43% of analysed Danish brands use blue or turquoise as a primary colour, So a navy-
and-terracotta pairing (rather than blue-and-white or blue-and-green) sits outside that cluster and gives
brandvju a point of visual difference within its own documented category pattern. The uploaded LinkedIn material
confirms this palette is applied consistently across carousel covers and content slides, with navy backgrounds,
warm off-white panels, and coral/terracotta accents recurring across multiple posts. This is a single, coherent
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source of evidence (the organisation’s own uploaded social content) rather than three independent channels, so
“consistent” here rests on one dataset, but within that dataset the repetition is real and the palette does not drift
toward competitor-typical blue/turquoise territory.

Typography

The website’s CSS indicates Manrope as the body webfont (stated with the appropriate caveat, as webfont
declarations are not always what a visitor actually sees rendered). No independent visual confirmation of
typography in other contexts (print, product Ul screenshots, the uploaded carousels) is available in the material
to corroborate or contradict this. The uploaded LinkedIn carousel does reference typography compositionally (a
slide built around a large stylised "T"), but this is a conceptual illustration of the "typography and imagery" theme
rather than evidence of the brand’s own typographic system in use. Typography consistency, therefore, can only
be assessed thinly: one declared source (CSS), no second or third point of confirmation.

Imagery

The imagery style, assessed across the organisation’s own uploaded material (LinkedIn carousels), shows a
genuinely consistent and intentional system: dark navy backgrounds, warm cream panels, terracotta/coral and
muted teal accents, flat and studio-less graphic design throughout, with an entirely abstract and conceptual
subject world (icons, dashboards, data visualisations, geometric shapes) and no people, environments or
product photography. Recurring compositional devices, a consistent cover-slide template, circular data
visualisations including a repeated "BrandRose" wheel motif, icon grids and card layouts, appear across multiple
posts, which supports a real pattern rather than a single instance. Two posts (the benchmark quadrant and the
gratis-vs-ChatGPT breakdown) deviate toward busier, more saturated treatments, but the dominant system
remains legible. Since this is the organisation's own best-foot-forward selection, the high consistency observed
is an upper bound: it demonstrates clear intent and a workable system when the brand controls the material
directly, but does not confirm the same discipline would hold across a wider or less curated set of outputs (e.g.
sales decks, customer-facing platform screens, agency materials).

Verbal assets

The tagline "Brand Intelligence for Smarter Decisions" appears repeatedly across the website (header, footer,
sign-off) and functions as the clearest, most repeated verbal asset. Beyond this, the material shows a scatter of
one-off headline phrases, "Den brandstrategiske platform,” "Fra brandanalyse til konkrete handlinger,” "Skabt til
hverdagen,” "Klarhed, der kan arbejdes videre med," "Dine kunders brands, analyseret pa en eftermiddag,” each
appearing once in the crawled pages. This is a pattern of varied, situational headline copy rather than a
disciplined slogan system: none of these secondary phrases is repeated enough across the material to count as
an established, ownable verbal asset the way the tagline is. The "FAGLIG FREDAG" (Professional Friday) LinkedIn
content series name is a recognisable, repeatable naming convention within the organic content programme,
giving it a distinct identity as a recurring format. Named products (BrandCheck, BrandWriter, Finder Suite,
Brandharmoni, Brandindeks, Materialearkiv) constitute a coherent internal naming convention, consistently
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branded with the "brand-" prefix or the brandvju wordstem, which supports system-level recognisability within
the platform itself, though these names have not been evidenced in wider market usage outside the owned
website.

Coherence as a system

The assets that are verifiably consistent, colour palette and imagery style, cohere well with each other: the
navy/coral/cream system runs through both the uploaded social content and the verified brand colours,
suggesting an intentional, unified visual code rather than accidental overlap. The tagline provides a stable verbal
anchor. However, the overall system shows a gap between a strong, disciplined expression in one controlled
channel (LinkedIn carousels, which are design-led and produced with evident care) and a thinner, less
corroborated expression elsewhere (website typography claims cannot be independently confirmed, logo use is
seen only in owned digital contexts, secondary taglines are not repeated). This produces a brand asset picture
that is more promising than proven: where the brand controls production tightly, the system holds together;
where it has not yet been tested across more varied applications, confidence is lower. There is also a pointed
internal tension worth noting: the brand’s own published research diagnoses Danish companies broadly for
having weak, undifferentiated visual assets, while brandvju’s own logo and secondary verbal assets show some of
the same thinness (a single distinguishing device, non-repeated taglines) that its thought leadership critiques in
others.

Found by automatic analysis of the brand’s website, measured November 2026

H = B

#1D2A44 #DA6A4A #C0392B #ECESE2

primary secondary accent accent

high certainty high certainty medium medium
certainty certainty

Manrope

AaBbCcDdEe
0123456789
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Semiotic brand analysis

Typical level for this section is 62 (median of 55 analysed brands, in the IT & software industry). Your brand is above. You are ahead of all
the competitors you have analysed yourselves in this section.

Semiotic clarity 7/10
Cultural anchoring 6/10
Semiotic consistency 7/10

What the brand says it is

brandvju explicitly denotes itself as a "brand intelligence” platform: a web-based tool that turns brand analysis
into concrete action, built on "13 recognised models” across "5 dimensions™ and “15 analysis sections.” The
explicit vocabulary is methodological and credentialing: “academically grounded,” “practically applicable,”
"market-neutral,” "professional honesty" (faglig eerlighed). The tagline "Brand Intelligence for Smarter Decisions”
denotes a decision-support tool, not a creative or inspirational product. At face value, the brand states that itis
rigorous, systematic, accessible and non-hyperbolic.

What the brand implies

Colour. The primary palette, a dark navy (#1D2A44 @) paired with a terracotta/burnt-orange (#D46A4A @) and a
deeper red accent (#C0392B @) against an off-white/bone background (#ECEQE2 (), departs from the blue-
dominant norm the brand’s own Barsen op-ed identifies in 43% of the brands it has analysed. This is a possible
association: navy conventionally connotes authority, trust and institutional seriousness in Western business
communication, while the terracotta/rust tone is warmer and less corporate than the blue-and-white palette
typical of SaaS and consultancy categories. Read together, the palette implies "serious, but not clinical” and a
deliberate departure from category convention, which is consistent with the brand’s own critique of sameness.
This is an interpretation, not a verified intent.

Form and layout. The wordmark splits “brand" (bold) from “vju" (lighter weight), both lowercase, sans-serif,
minimal. The weight contrast implies a conceptual split between the established category noun ("brand,” solid,
authoritative) and the proprietary coinage ("vju," lighter, more contemporary), a possible association suggesting
the brand wants to borrow legitimacy from the established discipline while signalling its own distinct method.
Lowercase throughout implies approachability and informality, consistent with the "easy to understand” value,
though it sits in tension with the academic/methodological register of the copy, which implies formality and
rigour. This produces a mild semiotic friction between form (casual, lowercase, minimal) and substance
(academic, model-based, credentialed).

Typography. Manrope (per site CSS, unverified visually) is a geometric, humanist sans-serif widely used across
contemporary SaaS and tech products. Its use implies “modern software tool” rather than "traditional
consultancy,” which supports the digital-platform positioning but offers little distinctiveness, since the same
typographic register is near-ubiquitous in the category this brand itself describes as homogeneous.
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Language. The Danish "du” address and short, direct, headline-style phrasing (“Fra brandanalyse til konkrete
handlinger," “Skabt til hverdagen") imply pragmatism and directness consistent with Scandinavian business
communication norms, low on hyperbole. The repeated use of model/number language (*13 models," "15
sections,” "360°") implies precision and quasi-scientific authority; this is a deliberate rhetorical choice to signal
method over opinion, positioning the brand against the "subjective gut feeling” it explicitly contrasts itself with.
The founder’s public explanation for avoiding the word “Al" is a stated, confirmed rationale (not inferred), and it
implies a trust-first positioning rather than a technology-first one, a deliberate signal that aligns with the brand’s
democratisation narrative.

What the brand omits

Within the material covered, the website’s visual system shows no front-page imagery that could be assessed,
and the uploaded social material (LinkedIn carousel) favours flat, iconographic illustration (raster-patternicons,
a colour-palette icon, a large "T" for typography) rather than photography of real brands, people or workspaces.
This is a deliberate choice within the covered material: the brand consistently illustrates concepts rather than
showing people, clients or tangible outcomes, which omits a human or social-proof layer that could reinforce the
“for real companies, by someone with 30 years' experience” narrative carried in the text. The Barsen op-ed’s
author photo (a conventional grey-suit portrait on neutral editorial background) is press material, not brand-
controlled, and does not compensate for this.

The language also omits self-deprecation, humour or irreverence, consistent with the brand’s own finding that
Danish brands score low on humour (1.9/5); brandvju's own expression sits inside the pattern it critiques, which is
a possible tension between its diagnostic stance (urging brands to be braver and more distinctive) and its own
tonal conservatism. No overt use of the accent red (#C0392B @) or the bone background in the covered assets
could be verified beyond the stated hex values, so the practical application of the fuller palette cannot be
assessed from this material; this is a data limitation, not a brand omission.

Consistency and friction

The semiotic system is more consistent than fragmented: navy/terracotta, lowercase minimal wordmark,
geometric sans-serif, direct "du” copy and model-heavy language all cohere around a single implied position:
credible, modern, pragmatic, non-hyperbolic. The one clear friction is between the casual, lowercase,
approachable form and the dense, academic, model-driven substance, two registers that are each individually
coherent but pull in different directions when combined. A second, softer friction exists between the brand’s
explicit thought-leadership claim (that Danish brands are too similar, too safe, too humourless) and its own
visual-verbal restraint, which does not conspicuously break from category convention in execution, only in
palette choice.

Cultural anchoring
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The semiotics are legible within a Scandinavian, specifically Danish, business-communication context:
understatement, directness, scepticism of hype, and model/method-based credibility signalling are native to
that register and would likely read as "trustworthy, no-nonsense” to a Danish B2B audience. For an international
audience, several of these signals (lowercase informality combined with heavy methodological framing, the
specific navy/terracotta pairing) carry weaker or more ambiguous cultural weight, since the "Scandinavian
pragmatism” cue that gives the tone its credibility in Denmark is not a globally legible shorthand. This is a possible
association rather than a confirmed limitation, but it is relevant given the brand’s stated ambition to serve
companies outside Denmark.
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Typical level for this section is 47 (median of 55 analysed brands, in the IT & software industry). Your brand is above. You are ahead of all
the competitors you have analysed yourselves in this section.

CEP coverage 5.5/10
Mental availability 4.8/10
Distinctive asset strength 5.1/10

Distinctive assets

The brand’s distinctive asset base is thin but not absent, concentrated in a small number of verbal and structural
devices, with weak evidence of ownable visual or sensory marks beyond what the organisation itself has
uploaded.

Verbal assets. The compound ordmeerke construction, "brand” in bold weight fused with "vju” in lighter weight,
functions as a naming device with latent distinctiveness, but as logotype it is explicitly excluded from this
assessment per the brief (recognisability without the logo). Divorced from the wordmark itself, the recurring
phrase architecture ("Brand Intelligence for Smarter Decisions,” “Fra brandanalyse til konkrete handlinger,” the
Kritisk / Vigtig / Overvej prioritisation labels, the three guiding questions "Hvem er du? Hvad skal du gere? Hvem vil
du veere?") forms a recognisable verbal system, but none of these individual phrases has been shown recurring
across more than one or two instances in the material, so they read as a consistent house style rather than a
single ownable verbal asset. Recognisability: 4.5. Uniqueness: 5.

The "FAGLIG FREDAG" (Professional Friday) content format, evidenced in the uploaded LinkedIn post and
referenced as an ongoing series, is a named, recurring editorial device with a fixed cadence and structure (weekly
theme, carousel breakdown). This is the strongest candidate for a genuine verbal/structural asset in the covered
material, since format recurrence is precisely what builds mental shortcut value. Recognisability: 6. Uniqueness:
6.

Visual assets. The uploaded social material shows a consistent carousel design system: dark navy base,
terracotta/coral and muted teal accents, flat iconographic treatment (colour palette icons, typography symbols,
geometric shapes), and a repeating cover-slide template with bold headline and content-preview thumbnails.
This system is coherent across the sampled posts and plausibly recognisable without the logo to an audience
exposed to multiple posts, since the colour pairing and fiat-icon treatment diverge from generic corporate stock
imagery. However, this assessment rests on 8 uploaded images, the organisation’s own best selection, and
cannot be generalised to the brand’s full social output, which was not covered by the crawl. Recognisability: 6.5.
Uniqueness: 6.

The "BrandRose" circular/radial data visualisation appears twice in the sampled material and is the single most
distinctive visual device identified: a proprietary-looking chart form tied directly to the platform’s analytical
methodology rather than a generic dashboard motif. If used consistently, this has stronger long-term ownability
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than the colour system alone, because it encodes the brand’s core offering (structured, multi-dimensional
diagnosis) in visual form. On present evidence it is a single recurring motif, not yet a demonstrated pattern across
a broad sample. Recognisability: 5.5. Uniqueness: 7.

The verified colour palette (#1D2A44 @ deep navy, #D46A4A @ terracotta, plus probable accents #C0392B @
and #ECEQE2 () is distinctive relative to the category: the Brandfeltet 2026 cronica itself notes that 43% of
analysed Danish brands use blue or turquoise as primary colour, placing brandvju’s navy within a crowded
category norm rather than outside it, while the terracotta/coral secondary is less typical and carries more
differentiating potential. As a standalone asset separable from layout and iconography, colour alone has
moderate recognisability. Recognisability: 5. Uniqueness: 5.

Sound, smell, taste and physical-product shape are not relevant asset classes for a SaaS platform and cannot be
assessed on the available material.

Mental recognisability (hypothesis). Based on the stated positioning and tonality, the probable association
network centres on "structured diagnosis,” "academic rigour applied practically,” and "Danish, honest, non-hyped
brand expertise.” This is an inference from stated values and tone, not an observed perception, and should be
read as a hypothesis rather than a verified association map, since no search-perception or earned-media data
was available for this run.

Category Entry Points

The brand actively communicates around two to three plausible CEPs, most clearly "I need to understand what
my brand actually stands for before | invest further” and "l want to check whether my content or campaign is on-
brand before it goes live" (reflected in BrandCheck). A third, weaker candidate is "I need brand benchmarks to
defend a strategic decision internally,” surfaced through the Brandfeltet report and its media placement. These
CEPs are relevant to the stated B2B target audience and reasonably differentiating against the category norm of
continuous consumer-panel tracking, since brandvju’s entry point is structural self-diagnosis rather than
ongoing market measurement.

A CEP the brand could plausibly own but does not clearly claim in the covered material is “I'm about to brief an
agency or consultant and need a shared starting point,” despite the agency-facing product page; this moment is
addressed functionally (workshop facilitation, client analysis) but not explicitly framed as a trigger moment in the
brand’s own messaging. Another underused CEP is the "new employee or team member needs to get up to speed
on our brand fast® moment, despite team accounts and Brandharmoni existing as features. Uncovered channels
(paid search, email, broader social output) may address these CEPs more explicitly; their absence from this
assessment reflects data limits, not confirmed gaps.

Overall assessment
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51 Functional

Distinctive asset strength sits in the lower-middle range: the brand has an emerging, internally consistent visual
system and one genuinely distinctive structural device (the BrandRose visualisation), but no single asset yet
demonstrates the breadth of repeated, independent use required to call it fully established. Verbal assets are
more a matter of consistent tone than ownable, memorable devices. CEP articulation is present and relevant but
narrow, concentrated on two core moments with adjacent high-value moments left implicit.
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TYPICALENTRY POINTS FOR BRAND ANALYSIS AND DEVELOPMENT
Derived from 4 analysed brands and public coverage, version 2 November 2026
The list shows what is typical in the category, not what your brand does.

when a company is about to launch a new brand or reposition into a new category 5 coverage sources
The brand is mentioned

when a company must reposition itself and its current tone no longer fits the strategy 10orand - 3 coverage sources

The brand is mentioned
when | need to assess a competitor’s brand position 3brands The brand is mentioned
when | need to onboard a new team member on our brand 2brands  The brand is mentioned
when | need to check whether my content is on-brand before it is published 2trands The brand is mentioned

when | consider switching brand agency and want an independent view of my brand 2 brands

The brand is mentioned

when | need to prepare for a meeting with an agency and want to know the brand’s state 2brands

Solid border: derived from brands’ own communication or public coverage

Green background: the brand is part of the documentation for the entry point. The label is the analysis’s own assessment in section 7 of
whether the brand owns the situation (owns, partly owns or does not own). “Mentioned” means that the brand is part of the
documentation without an assessment of ownership.

WHAT THE ANALYSIS ITSELF MENTIONS Situations from the section’'s own text, with quotes

when | need to check whether my content or campaign is on-brand before it goes live

‘| want to check whether my content or campaign is on-brand before it goes live”

when | need to understand what my brand actually stands for before investing further

‘I need to understand what my brand actually stands for before | invest further”

when | need brand benchmarks to defend a strategic decision internally

‘I need brand benchmarks to defend a strategic decision internally”

when | am about to brief an agency or consultant and need a shared starting point

“I'm about to brief an agency or consultant and need a shared starting point”

when a new employee or team member needs to get up to speed on the brand fast

“‘new employee or team member needs to get up to speed on our brand fast”

The entry points (CEPs) are read from the brand’s own communication and public coverage, not from buyers' memory. A real
measurement of mental availability requires buyer surveys
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Typical level for this sectionis 59 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Credibility 6.9/10
Audience relevance 7.7110
Positioning clarity 7.8/10
Strategic durability 5.3/10
Competitive differentiation 6.2/10

COMPETITOR LANDSCAPE

Tracksuit

Latana

Brandwatch
(Cision)

Behavio

Theaida.ai

BrandBuildr.ai

Branding5

WallyMatters

DreamTRUE.ai

10 November 2026

Always-on, survey-based consumer brand tracking at scale

Not assessed. Analyse the competitor to have it measured.

Quantitative, global, mobile-survey-based brand tracking

Not assessed. Analyse the competitor to have it measured.

Enterprise Al-powered social listening and real-time monitoring

Not assessed. Analyse the competitor to have it measured.

Behavioural science and ad-testing brand tracking for enterprise clients

Not assessed. Analyse the competitor to have it measured.

Full-stack autonomous marketing content creation and publishing
You are ahead of Aida on positioning - measured in your own competitor analysis, 2 November 2026

Aida's gap: no gap between stated and shown

Workshop-oriented, agency-facing Al brand strategy building

Not assessed. Analyse the competitor to have it measured.

Low-cost, one-time-purchase Al-generated positioning reports for solopreneurs
You are ahead of Branding5 on positioning - measured in your own competitor analysis, 2 November 2026

Brandingb'’s gap: a minor gap between stated and shown

Media buying optimisation and brand lift measurement

Not assessed. Analyse the competitor to have it measured.

SaaS-vertical-specific marketing plan generation
You are ahead of dreamtrue.ai on positioning - measured in your own competitor analysis, 2 November 2026

dreamtrue.ai's gap: a minor gap between stated and shown
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WHITE SPACE: Category-wide benchmarking authority position (via the Brandfeltet dataset and ‘brands look alike' critique) and the
verified-honest-diagnosis stance are not yet occupied by named competitors, though neither is independently validated by third-

party proof points yet

Overall assessment

brandvju’s positioning is clear and consistently articulated, but it sits inside a category frame (structural, model-
based brand diagnosis) that is narrower and more easily substitutable than the brand’s own rhetoric suggests.
There is no outright contradiction between what the brand says about itself and what it actually delivers: the
explicit promise of "brand analysis to concrete action” is genuinely reflected in the product architecture (360°
diagnosis, prioritised recommendations, BrandCheck, BrandWriter). The gap, where it exists, is minor rather than
major: it lies between the ambition of being a comprehensive "brand intelligence” authority and the reality of a
self-serve diagnostic tool whose moat depends heavily on one founder’s personal credibility and a proprietary
model that is not independently validated in the market.

Explicit positioning

The brand explicitly positions itself as "Brand Intelligence for Smarter Decisions” and “the brand-strategic
platform” that takes companies “from brand analysis to concrete actions.” The explicit frame is academic rigor
combined with practical usability: "academically grounded,” "practically applicable,” "market-neutral,” "easy to
understand.” The democratisation premise, that most companies have more brand value than they realise and
deserve qualified brand work regardless of size, is the strategic core of the explicit position. The brand explicitly
disclaims being an Al-hype product and explicitly disclaims replacing human judgement, positioning itself as a
rigorous diagnostic instrument rather than an autonomous or magical solution.

Actual positioning

What the communication actually delivers aligns closely with this explicit claim. The Kforum interview, the Barsen
op-ed and the FAGLIG FREDAG LinkedIn series all reinforce the same stance: a sober, model-literate, mildly
provocative voice that uses proprietary benchmark data (the 351-brand Brandfeltet dataset) to demonstrate
category-wide sameness and position brandvju as the diagnostic instrument that reveals it. The Barsen piece in
particular operationalises the "academically grounded” and "professional honesty” claims very concretely,
naming specific category failures (43% blue/turquoise primary colour, two dominant archetypes covering nearly
half the sample, humour scoring 1.9/5) rather than vague critique. This is a credible enactment of the explicit
position, not just a restatement of it.

Alignment or gap
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The explicit and actual positioning point in the same direction, so there is no major contradiction. The gap that
does exist is minor: the explicit framing aspires to “brand intelligence” as a category-defining term, implying
breadth and authority comparable to established tracking or listening platforms, while the actual evidence base
(one Danish-market dataset, founder-led thought leadership, no independently verified customer base or press
beyond trade media) shows a narrower, earlier-stage reality. The brand’s own communication is honest about this
asymmetry in places (explicitly stating the tool does not replace human judgement), which tempers the gap but
does not eliminate it.

Category frame

brandvju asks to be compared with Al-assisted brand strategy and brand intelligence software: tools that score,
diagnose and benchmark brand expression and identity. Within this frame, several requirements are shared by all
players and do not themselves differentiate brandvju: digital delivery, scoring or indexing of brand attributes,
some form of benchmarking, and a claim to objectivity or "neutrality” versus agency subjectivity. What is more
genuinely distinctive within the frame is the combination of a free full diagnostic entry point, a named and
countable methodology (13 models, 5 dimensions, 15 sections), and the explicit pairing of diagnosis with
prioritised, tiered action recommendations (Critical/Important/Consider) rather than diagnosis alone.

Differentiation, credibility, relevance, durability

Differentiation is real but partial. Against survey-based, panel-driven consumer trackers, brandvju’s structural,
model-based audit of visible brand expression is a distinct methodology, not just a different price point. Against
workshop-oriented Al tools or one-time-purchase positioning generators, the subscription model with ongoing
BrandCheck and development tracking is a meaningful point of difference. However, the core claims of "academic
grounding” and "honesty" are shared aspirations across the category frame and are not independently verifiable
by the audience, which limits how far differentiation can be pressed on credibility alone.

Credibility rests substantially on the founder’s personal track record and on the public demonstration of the
method (the Kforum interview, the Barsen op-ed, the Brandfeltet report). This is a reasonably strong credibility
base for a young platform, but it is concentrated in one person and one market, which makes it narrower than the
brand’s global ambitions imply.

Relevance to the stated target audience (marketing, brand and communication professionals, including the one-
or-few-person brand teams explicitly called out by the founder) is high: the pain point described ("we keep doing
things, but | can’'t see whether the brand is actually getting stronger”) is specific and recognisable, and the free
entry point directly addresses budget-constrained buyers.

Strategic durability is moderate. The proprietary 13-model framework and the growing proprietary dataset are
assets that are not trivially copied and could compound into a genuine moat if the dataset grows and
benchmarking becomes embedded as a standard reference point. At this stage, however, the moat is still thin:
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competitors could replicate a tiered diagnostic-plus-recommendation structure, and the brand’s current
distinctiveness leans more on tone and founder voice than on hard-to-copy structural assets.

Positioning landscape

Tracksuit: owns continuous, survey-based consumer brand tracking at scale; positioned around always-on
measurement rather than one-off structural diagnosis. Relative strength cannot be scored from the material
with confidence on a like-for-like basis, as the two operate in adjacent rather than identical segments.

Latana: owns quantitative, global, mobile-survey-based brand tracking with strong geographic reach;
positioned as a measurement and insights platform rather than a strategic-action tool.

Behavio: owns behavioural science and ad-testing-based brand tracking with named enterprise clients and a
materially higher price point; positioned toward validated behavioural outcomes rather than
structural/expression diagnosis.

Branding5: owns the low-cost, one-time-purchase, Al-generated positioning report segment aimed at
solopreneurs; positioned as a lightweight output generator rather than an ongoing analytical platform.

Theaida.ai: owns full-stack autonomous content creation and publishing; positioned downstream of
diagnosis, in execution rather than analysis.

DreamTRUE.ai: owns SaaS-vertical-specific marketing plan generation; positioned as execution-oriented
within a narrow vertical rather than sector-agnostic brand diagnosis.

Relative strength scores are not assigned where the material does not provide concrete comparative evidence
(funding, client base, or market share directly measured against brandvju); the material supports describing
positions but not reliably ranking relative strength across this set.

White space potential

Anunclaimed position available to brandvju, visible in its own material, is that of the category-level benchmarking
authority: the Brandfeltet report and the "most brands look the same” critique is not a position any named
competitor in the material currently occupies, since the others are oriented toward tracking, execution, or report
generation rather than publishing proprietary field-wide diagnostic benchmarks. A second open space is the
"honest diagnosis, no inflated Al promise™ stance, which the founder explicitly articulates but which is not yet
backed by third-party validation (reviews, case studies, independent press), leaving the claim currently more
asserted than proven in the market.

10 November 2026 Page 40 of 62



Positioning, category and differentiation 68 stong

DISTANCE TO DESIRED PROFILE

The current positioning is described as clear and consistently articulated, but anchored in a category frame
defined by structural, model-based brand diagnosis, a frame the analysis notes is narrower and more substitutable
than the brand’s own rhetoric implies. The desired positioning defines a more specific competitive space: brand
analysis and diagnosis for small and medium-sized businesses, explicitly distinguished from general marketing
tools and enterprise tracking platforms. The desired differentiation further sharpens this by foregrounding
repeatability and continuity, a systematic method the marketing professional can apply independently over time,
rather than a one-off report or agency engagement. The distance between current and desired positioning is
therefore primarily one of audience specificity and category ownership: the current profile describes what the
product does, while the desired frame defines for whom it exists and why that context makes it distinct.

Desired profile set 3 November 2026
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Position against your analysed competitors

The comparison builds on your own analyses of the competitors, section by section. "Ahead” requires a clear difference in the
section; small differences count as level. Sections where a competitor is ahead of you are your most obvious areas to work on;
sections where you are ahead are leads worth defending.

Aida
Aida is not ahead of you in any section.

You are ahead in 13 sections: Brand archetype, Tone-of-Voice, Brand values, Brand Identity Prism, Brand assets and
recognition, Semiotic brand analysis, Distinctive assets and mental availability, Positioning, category and differentiation,
Audience alignment, Employer Brand Proposition, Narrative analysis, Digital and channel execution, Brand harmony and internal
consistency.

Branding5
Branding5 is not ahead of you in any section.

You are ahead in 12 sections: Brand archetype, Tone-of-Voice, Brand values, Brand Identity Prism, Brand assets and
recognition, Semiotic brand analysis, Distinctive assets and mental availability, Positioning, category and differentiation,
Employer Brand Proposition, Narrative analysis, Digital and channel execution, Brand harmony and internal consistency.

You are level in 1section.

dreamtrue.ai
dreamtrue.ai is not ahead of you in any section.

You are ahead in 12 sections: Brand archetype, Tone-of-Voice, Brand values, Brand assets and recognition, Semiotic brand
analysis, Distinctive assets and mental availability, Positioning, category and differentiation, Audience alignment, Employer
Brand Proposition, Narrative analysis, Digital and channel execution, Brand harmony and internal consistency.

You are level in 1 section.

10 November 2026 Page 42 of 62



Audience alignment 69 strong

Typical level for this sectionis 60 (median of 55 analysed brands, in the IT & software industry). Your brand is above. Among the
competitors you have analysed yourselves, none are ahead of you in this section; Branding5 is level with you. Since the last analysis
your position has moved from clearly above to above.

Channel/audience match 6.2/10
Audience clarity 7.6/10
Communication alignment 6.9/10

Audience clarity

The brand speaks with notable precision to a single, well-defined professional role: the person inside a company
who carries day-to-day responsibility for brand, marketing or communication, typically without a dedicated brand
department or agency retainer behind them. This is made explicit through the stated target audience
("companies of all sizes, B2B and B2C, all industries,” with the primary group being “marketing, brand, and
communication professionals”) and reinforced by direct customer-voice quotes used in the website copy ("We're
constantly doing things. But | can't tell if the brand is actually getting stronger”), which read as the internal
monologue of exactly this role. The founder’s own framing in trade press, describing companies where “the brand
is one or a few people’s part-time responsibility alongside five other tasks,” sharpens this further and shows a
consistent, repeated articulation of who the platformis for. A clearly named secondary audience exists in
agencies and consultants, addressed through a dedicated page and distinct value proposition (analysing client
brands, pitching, upselling, workshop facilitation). The combination of a sharply drawn primary user and an
explicitly separate commercial channel for a secondary audience gives the brand high clarity about who it is
speaking to, even though the stated ambition (“all industries,” “all sizes,” B2C included) is broader than the
evidence of actual communication, which concentrates almost entirely on the resource-constrained in-house
marketer.

Communication alignment

The tone, content and proof points are well matched to the primary target but create a structural tension around
the decision-maker in larger organisations. The direct, pragmatic, jargon-light tonality (“easy to understand,”
second-person address, short headline phrasing) and the repeated honesty framing ("professional honesty is a
core value,” explicit rejection of Al hype language) are built for a practitioner audience that wants quick,
trustworthy, usable output rather than a boardroom-grade strategic document. This is coherent for a self-serve,
freemium product. At the same time, the platform’s own language of "360° diagnosis,” “prioritised
recommendations,” "impact/effort matrices” and "12-month implementation timelines” speaks in the register of
strategic planning that would typically need sign-off from a more senior decision-maker (CMO, managing director,
or brand owner) than the single, time-poor marketing generalist the brand most vividly addresses. There is no
evidence in the material of messaging that speaks distinctly to this more senior buyer, whether in terms of risk
mitigation, organisational buy-in, or budget justification language. In a B2B subscription context this represents
a mild but real audience friction: the brand communicates primarily to the user/practitioner, while the purchase
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decision at team or enterprise level (reflected in the team-account and enterprise-pricing tiers) likely requires
separate validation from someone the current messaging does not directly engage. The agency-facing page
partially closes this gap by speaking to professionals who themselves sell upward to clients, but this does not
substitute for direct address to an internal senior buyer.

Channel-audience match

Channel evidence is thin but directionally consistent with the stated audience. LinkedIn, the only verified active
channel, is a sound choice for reaching marketing and communication professionals and is used in a manner
consistent with the brand’s pragmatic, proof-based tonality (the founder-led "Guess a Brand" series functions as
organic product demonstration rather than polished brand advertising). This is a single, founder-centric channel,
however, and the material shows no evidence of paid channels, newsletter, events, or communities where a more
senior decision-maker audience would typically be reached (industry conferences, analyst coverage, CMO-
oriented publications). The nascent public media footprint, limited to one trade-press article, reinforces that the
channel mix currently serves awareness-building within the practitioner community rather than credibility-
building toward budget holders. Website structure (dedicated agency page, Insights/Brandfeltet content, pricing
transparency) is well suited to self-serve discovery and evaluation by the primary user, which matches the
freemium, low-friction commercial model, but the absence of channels targeting the decision-maker layer leaves
a segment of the real buying unit underexploited.

Underexploited segments

The decision-maker in larger organisations, the one approving team-level or enterprise subscriptions, is
addressed only indirectly through pricing structure rather than through dedicated messaging or channel
presence. The international (non-Danish) segment the English launch explicitly targets is also under-evidenced
in terms of channel or content adaptation beyond interface translation, representing an audience the brand has
opened the door to without yet demonstrating communication built specifically for it.
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Typical level for this section is 36 (median of 55 analysed brands, in the IT & software industry). Your brand is in line with the field. You are
ahead of all the competitors you have analysed yourselves in this section.

Human signal clarity 2.3/10
Culture signal strength 2.8/10
Brand/culture alignment 5.8/10
EVP clarity

No explicit Employee Value Proposition is visible in the material. brandvju has no careers page, job postings or
employee-facing content in the dataset, and at this company size (fewer than 11 employees, founder-led), none
would necessarily be expected. The implicit signal that does exist runs entirely through the founder’s personal
brand: Martin Ove Rasmussen’s LinkedIn presence, his authorship of the "FAGLIG FREDAG" series and his Barsen
op-ed position him as a seasoned, credible industry voice ("30+ years', "Board Chair Pentia A/S", "Former Nordic
CEQ"). This is a founder value proposition, not an organisational one, and it says more about who leads the
company than about what it is like to work there or collaborate with it. The analysis cannot assess an EVP that is
not articulated anywhere in the material; this is marked as not available rather than scored as absent.

Brand-employer alignment

Where a signal exists, it aligns closely with the commercial brand’s tone and content. The Barsen kronik and the
LinkedIn "FAGLIG FREDAG" post both carry the same pragmatic, model-based, mildly self-critical voice found in
the platform’'s own copy: direct language, a focus on recognisable patterns across many brands, and a tendency
to turn observations into teachable frameworks (the “flinke nabo" metaphor, the “"Logo og farver / Typografi og
billedstil / Digitalt « fysisk" structure echo the platform’s own dimension-based method). The visual style of the
LinkedIn carousel, flat, minimalist, navy and orange-red accents, is consistent with the brand’s verified colour
palette noted elsewhere in the analysis. This gives the founder’s public voice credibility as a direct extension of
the brand rather than a separate persona. However, this alignment is evidenced through one individual’s thought-
leadership content rather than through any organisational employer signal (team page, culture statement, hiring
content), so it speaks to founder-brand consistency, not employer-brand consistency.

Employer brand strength

The visible employer signal is weak, not because of any negative indicator but because almost nothing employer-
facing exists in the material. What is visible, the founder’s credentials, his board and industry roles, his authored
thought leadership, functions as a strong personal credibility signal but does not constitute an employer brand in
any conventional sense. For a company at this scale this absence is expected rather than a deficiency, but the
analysis can only score what is observable, and what is observable is thin: no culture statements, no team
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descriptions, no employee voices, no indication of how collaborators or freelancers experience working with
brandvju. The co-founder, Jakob Bernhard Knudsen, is named only via LinkedIn indexing with no further visible
content, which reinforces how concentrated the entire external signal is in one person.

Recruitment differentiation

There is no evidence in the material of any recruitment-oriented messaging, so differentiation in a labour-market
sense cannot be assessed; this is marked not available rather than scored as weak. The founder’s personal
thought-leadership content could plausibly serve as an indirect talent magnet (demonstrating expertise, media
visibility, a point of view), but the material shows this functioning as content marketing and category-positioning
for the product, not as a channel aimed at attracting collaborators or hires. No signal distinguishes brandvju from
other small, founder-led software or consultancy outfits as a place to work with or for.

10 November 2026 Page 46 of 62



Narrative analysis 65 stong

Typical level for this sectionis 51 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are ahead
of all the competitors you have analysed yourselves in this section.

Narrative clarity 7.5/10
Emotional resonance 5.8/10
Narrative consistency 6.9/10
Narrative differentiation 5.9/10

Core narrative

The narrative centres on a recognisable everyday tension: companies invested in brand work without a reliable
way to see whether that work is actually making the brand stronger. The customer quote captured in the crawl,
"We keep doing things. But | can’t see whether the brand is actually getting stronger,” functions as the narrative’s
inciting tension, and it is a strong one because it names a frustration that marketing and brand professionals
plausibly recognise in their own daily experience. The resolution offered is structural clarity: a 360-degree,
model-based diagnosis that turns scattered brand activity into a measurable, prioritised set of actions. The
before/after arc is explicit and consistently stated: unclear, hard-to-act-on brand work becomes “clear, concrete
and easier toacton.”

Protagonist

The customer is the main character of the narrative’s opening tension (the person responsible for brand work
who cannot see progress), but the brand becomes the main character of the resolution (the platform and its
founder-built methodology that supplies the missing clarity). This produces a narrative that is carried by both
rather than by either alone. The customer’s problem is well drawn and specific; the brand’s role in solving it is
articulated mainly through methodology claims (13 models, 5 dimensions, 15 sections) and founder credibility
rather than through demonstrated customer transformation or testimonial proof. The founder himself also
occupies a narrative role close to protagonist, particularly in the Kforum exchange and the "Guess a Brand”
LinkedIn format, where his personal expertise stands in for the brand’s authority.

Conflict and tension

The driving tension is credible and well-chosen for the category: the gap between effort and visible progress in
brand work, compounded by a secondary tension the founder voices explicitly, namely that "Al" as a category
promise is overused and distrusted by buyers who want to know whether they can act on the output. This second
tension, positioning brandvju against both expensive agency advice and hyped Al tools, gives the narrative a
competitive edge beyond the generic customer-pain framing. However, the conflict is stated more than
dramatized: the material shows the problem being named clearly but does not show the platform working
through a real, documented customer case from tension to resolution.

Transformation
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A transformation arc is present and stated in clear before/after language across multiple touchpoints (hero copy,
section headings, founder statements), which supports the claim of a genuine resolution structure rather than a
vague aspirational promise. The transformation is primarily process-level ("unclear work becomes actionable”)
rather than outcome-level (no documented case of a brand’s indices, perception or performance improving after
using the platform), which limits how convincing the resolution currently reads.

Consistency across channels

The core narrative beats (everyday brand-work frustration, structural clarity as the answer, honesty over hype)
recur across the website hero, section headings, the founder’s Kforum response and the LinkedIn "Guess a
Brand” format, which is enough independent instances to call this a genuinely consistent narrative rather than an
isolated turn of phrase. Consistency is aided by the fact that the narrative is largely founder-authored and
founder-voiced, which keeps tone and framing aligned, but this same concentration means the narrative has not
yet been tested or reinforced through customer-authored proof, case studies, or third-party validation, which
would be needed to confirm it travels beyond founder communication.

Engagement and differentiation

The narrative is engaging in its specificity about the customer’s frustration and its refusal of Al-hype language,
which differentiates it from category conventions that tend to foreground technology capability over
trustworthiness. The differentiation is more positional than storytelling-driven: the plot itself (problem named,
clarity delivered) is a familiar SaaS-diagnostic arc, and the sharper edge comes from the explicit "honest versus
hyped"” framing rather than from a distinctive story structure, character or symbolism that would be hard for a
competitor to copy.

Fit with position and archetype

The narrative supports the Sage archetype well: the resolution is framed as insight and clarity rather than
reinvention or disruption, consistent with a dominant Sage identity and secondary Everyman accessibility. It also
reinforces the stated positioning around academic grounding and honesty. The gap is between a narrative that
promises measurable transformation and a proof base that, on the material available, has not yet surfaced
documented customer outcomes to carry that promise through.
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DISTANCE TO DESIRED PROFILE
Current presence: clear - desired core story defined

The current core narrative centres on a structural problem for companies: brand investment without visibility into
whether it is working, with brandvju positioned as the diagnostic alternative to agencies and Al hype. The desired
core story shifts the protagonist entirely, placing a specific person at the centre: a marketing manager in a small
team, competent in her craft, who knows strategic brand work matters but whose week is consumed by operational
demands. The distance is therefore not only a matter of emphasis but of narrative architecture: the current story
leads with the product logic, while the desired story leads with a lived professional situation. Moving from one to
the other represents a meaningful reorientation of where the narrative begins and whose experience it reflects.

Desired profile set 3 November 2026
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Digital and channel execution

Typical level for this sectionis 60 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Channel coherence 6.9/10
Digital consistency 7.2/10
Website brand expression 7.6/10

Website brand expression

The website is the strongest and best-documented channel, and it executes the brand’s positioning with notable
clarity. The homepage architecture (direct, second-person Danish copy, pain-point customer quotes,
Kritisk/Vigtig/Overvej framing, clear free-entry conversion path) matches the pragmatic, methodologically
confident tonality established in earlier sections. Conversion logic is explicit and low-friction: free analysis via
URL entry, no credit card required, tiered pricing visible, dedicated agency landing page with its own value
proposition. This is a site built around a single conversion action rather than a diffuse brand showcase, and the
structure supports that goal coherently. The visual system (navy/terracotta/teal palette, BrandRose data
visualisation) is verified and reasonably distinctive, though earlier sections already flag typography consistency
and verbal asset strength as the weaker links in the identity system. The site carries that same unevenness:
strong conceptual clarity, moderate asset discipline.

Linkedin and thought leadership

LinkedIn functions as an extension of the founder’s personal authority rather than as an institutional brand
channel. The FAGLIG FREDAG series and the "Guess a Brand” format are consistent with the Sage-dominant
archetype and the brand’s stated value of professional honesty: structured, educational, model-based content
delivered in a flat, minimalist visual style with recurring accent colours. The Barsen op-ed and the FAGLIG FREDAG
post both carry Rasmussen’s byline and voice, not a company voice, which reinforces narrative coherence
(founder-as-proof-point, consistent with Section 11's narrative) but also means the brand’s digital presence is
structurally dependent on one individual. The company LinkedIn page itself is thin by the material's own account,
with the founder’s personal profile doing the visible work. This is a single-person channel strategy presented as a
company channel, and it has not yet been tested for durability beyond the founder’s own voice and availability.

Social media consistency

Social media as a channel is not available to this analysis beyond the two uploaded LinkedIn items, which cannot
establish a pattern. Both available posts are visually and tonally consistent with each other and with the website
(same palette, same direct pedagogical tone), but two items from one founder-led format do not constitute
verified cross-channel consistency, and no other platform presence (Instagram, X, YouTube) is confirmed in the
material. Scoring this dimension would overstate certainty the material does not support.

Channel coherence
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Digital and channel execution

Where the channels can be compared, tone, visual system and core vocabulary (Kritisk/Vigtig/Overvej, the
diagnostic premise, the honesty positioning) travel consistently from website to LinkedIn to earned press
coverage. The Barsen op-ed, written in the founder’s own voice and reusing the brand’s benchmark data, extends
the website’s thought-leadership logic into third-party media rather than contradicting it. The structural risk is
not inconsistency but concentration: nearly every channel observed routes back to Rasmussen personally, which
makes the current channel strategy coherent by default rather than coherent by design across a distributed
team or brand voice. No underperforming channel can be identified, since only two channels (website, LinkedIn)
have sufficient evidence; other potential channels (YouTube, broader social) are unconfirmed rather than weak.
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Brand harmony and internal consistency 68 stong

Typical level for this sectionis 57 (median of 55 analysed brands, in the IT & software industry). Your brand is clearly above. You are
ahead of all the competitors you have analysed yourselves in this section.

Overall brand harmony 6.8/10
Verbal/visual harmony 6.5/10
Cross-unit consistency 7/10
Promise/delivery consistency 7110

CROSS-DIMENSION CHECK

Archetype < Tone-of-

. 8.5/10
Voice
Sage archetype and the pragmatic, low-hyperbole, methodologically confident tone are closely and consistently aligned.
Values « Archetype 7.5/10
Academic/honesty values map onto Sage while accessibility/democratisation values map onto the secondary Everyman
archetype; complementary but with mild tension against the model-heavy framing.
Assets « ldentity 4.5/10

Distinctive visual and verbal assets remain weak and inconsistent (typography, verbal assets, mental availability) relative
to the maturity of the conceptual identity and personality.

Commercial « Employer
brand

4110

No articulated EVP exists; founder credibility substitutes for employer brand, leaving the dimension underdeveloped
rather than contradictory.

Narrative « Identity 8/10
Core narrative directly expresses the Sage identity and stated values with no observed contradiction, though
differentiation and durability remain modest.

CONSISTENCY ACROSS THE ANALYSIS

Each dimension’'s own internal consistency, gathered from across the sections. A supplement to the pairwise harmony above; domains
not covered by the run are omitted, never scored as zero.

Tone-of-Voice 74
Values 70
Logo 60
Imagery 78
Semiotics 70
Narrative 69
Digital 72
Channel coherence 69
Cross-unit 70
Promise < delivery 70
Spread: lowest Logo (60), highest Imagery (78). The gap is the coherence challenge, not the average.
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Brand harmony and internal consistency 68 stong

The brand shows a moderately high degree of internal harmony, with its primary source of friction notin
contradiction but in underdevelopment: the Sage-led identity, tone and values are tightly aligned, while the visual
and distinctive-asset layer and the employer-brand dimension lag behind and have not yet been built out to
match the conceptual clarity of the verbal proposition.

Part 1: Cross-dimension check

Archetype < Tone of voice. The Sage archetype (9.0, section 1) and the documented tonality (direct,
methodologically confident, low on hyperbole, section 2) align closely. The platform’s stated avoidance of "Al"
hype language and its emphasis on "faglig eerlighed” are textbook Sage expression executed through a
pragmatic, simple, moderately formal voice. This is one of the strongest pairings in the brand system.

Values < Archetype. "Academically grounded,” "professional honesty" and “pragmatism over hype" (section 3)
map directly onto Sage territory, while "accessibility/democratisation” and "easy to understand” pull toward the
secondary Everyman archetype (7.0, section 1). The two archetypes are complementary rather than competing,
S0 the values set reads as coherent, though the democratisation language occasionally sits in tension with the
academically-grounded, model-heavy framing, since the latter can read as more expert-gatekept than “for
everyone” claims suggest.

Assets — Identity/prism. This is the weakest pairing. The distinctive asset base scored low in section 7
(strong_assets_count of 0, mental_availability 4.8) and visual consistency was uneven in section 5 (typography
5.0, verbal assets 5.7), while the Sage-driven identity and personality dimensions in the brand prism scored
considerably higher (personality 81, culture 7.7). The conceptual identity is more mature and more clearly held
than its visual and asset-level expression, meaning the brand’s substance currently outruns its recognisability.

Commercial < Employer brand. Alignment is weak by absence rather than by contradiction. Section 10 found no
articulated EVP and employer_brand_strength of only 2.8, against a commercial brand built on founder credibility
and a confident professional voice. The founder’s personal narrative substitutes for an organisational employer
brand, which is thematically consistent with the brand’s one-person-led positioning but leaves the employer
dimension structurally undeveloped rather than actively misaligned.

Narrative < Identity. Strong alignment. The core narrative in section 11 (companies cannot see whether brand
work is paying off; brandvju resolves this with structural, prioritised diagnosis) is a direct narrative expression of
the Sage identity and the "academically grounded, practically applicable” values. Narrative differentiation (5.9)
and strategic durability (5.3, section 8) are modest, but the narrative does not contradict identity anywhere in
the material.

Part 2: Further harmony assessment
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Brand harmony and internal consistency 68 stong

Verbal vs. visual expression. Verbal expression is the brand’s strongest register: tone, tagline, guiding
qguestions and value statements are consistently and distinctly Sage. Visual expression is serviceable but less
distinctive, with moderate color and imagery consistency (7.3 and 7.8) undercut by weaker typography and
verbal-asset consistency (5.0 and 5.7 in section 5). The brand currently communicates its personality more
convincingly through language than through visual recognition.

Promise vs. delivery. The stated promise, "from brand analysis to concrete actions,” is substantiated by
concrete product features visible in the material: prioritised recommendation tiers (Critical/Important/Consider),
BrandCheck scoring, BrandWriter, and development tracking over time. This is a single but well-documented
instance of promise matching feature-level delivery, not yet corroborated by independent customer proof points,
media validation, or case evidence, since no third-party verification of actual outcomes was found in the material.

Cross-unit/cross-market consistency. The platform maintains the same 15-section, 13-model framework
across the Danish and English versions, and the agency-facing offering uses the same methodological base as
the core brand analysis. This is consistent at the structural level. Tonal and visual consistency across the English-
language version specifically cannot be verified in full, since the crawl covered only one language version of the
site.

Part 3: Friction points

Atension exists between the "market-neutral” and "for everyone” positioning and the simultaneously academic,
model-heavy framing (13 models, 5 dimensions, 15 sections). The density of methodological apparatus risks
working against the "easy to understand” value and the democratisation premise. This appears to be an
unintentional friction rather than a deliberate rhetorical strategy, since both claims are asserted with equal
weight in the material without reconciliation.

A second friction sits between the brand’s confident, rigorous, proprietary-methodology positioning and the
founder-dependent, thinly staffed public presence (two named individuals, no verified investor or customer-
count disclosures, single trade-press mention). The gap between the scale implied by the methodology ("360°
diagnosis,” "13 recognised models") and the scale of the visible organisation behind it is a structural friction
typical of an early-stage platform, not evidence of inauthenticity, but it is a real mismatch the material does not
resolve.

Part 4: Overall assessment

Brand harmony is carried by a strong, well-aligned conceptual core (archetype, tone, values, narrative) but held
back by underbuilt visual distinctiveness and an absent employer-brand layer. The overall picture is one of a brand
that is more coherent in what it says than in how fully it has built out the systems to express and prove that
coherence at scale.
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The brand’s expression

Found by automatic analysis of the brand’s website, measured November 2026. Documentation of the visual identity and
coverage the analysis verified — each finding carries its certainty.

Logo

high certainty

Colours Typography
H =5 B
AaBbCcDdEe
#1D2A44 #DA6A4A #C0392B #ECESE2
primary secondary accent accent 01 23456789
high certainty high certainty medium medium
certainty certainty
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Context and competitors

ANALYSIS CONTEXT

Market: Global Company size: Solo (1 person) Customer segment: B2B - businesses and professionals

More than 350 brands have been analysed in brandvju. Based on these analyses, we have conducted a meta-analysis
across the entire dataset and published The Brand Field 2026 as a new insights section on our website. The analysis has
received media coverage (on bureaubiz.dk, Copenhagen Review of Communication and Bersen), and we are also using its
findings to publish content on LinkedIn. Furthermore, the extensive dataset now provides the foundation for industry- and
category-level benchmarking, which has been integrated into each individual brand analysis.

WEB SEARCH

BRAND OVERVIEW

brandvju is a Danish web-based brand development platform (brandvju.com) offering Al-assisted brand analysis and
strategy. Its stated core value is "Faglig eerlighed” (professional honesty); it holds a registered EU trademark (EUTM
019380839). Its tagline is "Brand Intelligence for Smarter Decisions.”

METHODOLOGY AND PRODUCT

- Analysis covers 15 sections built on 13 recognised models across 5 dimensions (Identity, Expression, Positioning,
Relation, Coherence).

- Output: a 360° diagnosis with recommendations in three tiers (Critical, Important, Consider), impact/effort matrices and
12-month timelines.

- Products include BrandCheck, BrandWriter (Al copywriting in brand tone), a Finder Suite (solo or group sessions up to 9
people), competitor analysis, team accounts and an agency offering.
PRICING

- Free first full analysis, no credit card required.

- DKK 699 ad hoc; DKK 249/month (~EUR 35, 3-month minimum); Enterprise custom.

BENCHMARK DATA

- Insights pool: 351 Danish brands across 13 disciplines (snapshot 15 October 2026), published as "Brandfeltet, 2. halvar
2026."

- Archetype (63/100) and tone (61/100) are the strongest disciplines across the field.
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Context and competitors

RECENT ACTIVITY
- English-language platform launched in late 2026, described as the first of more languages.

- Founder-led LinkedIn "Guess a Brand" series publishes anonymised analyses of Danish brands as organic
demonstration.

- No partnerships, investor announcements or verified customer numbers found; the company appears to be in an early
commercial phase.

FOUNDERS

- Martin Ove Rasmussen: 30+ years in branding and media; former CEO of Friday (departed December 2025); earlier CEO
Denmark & Nordics at Mindshare.

- Jakob Bernhard Knudsen: co-founder with 30+ years in brand strategy and marketing.

- No founding date, company registration number or investor details are public.

POSITIONING AND REPUTATION

- Deliberately avoids leading with "Al," with the founder arguing buyers want trustworthy, actionable analysis rather than
hype.

- Targets companies, often with part-time brand owners, that rarely hire agencies.

- Only trade-press coverage found is Kforum (2026); no coverage in national news or major software review sites. No
controversies identified.

COMPETITIVE LANDSCAPE

- Tracksuit ($38M Series B, 2025) and Latana (€36M Series B, 2022) offer continuous consumer-survey brand tracking, a
different model from brandvju’s structural audit.

- Behavio (€2.25M late seed, 2024; clients include IKEA, Heineken) competes on behavioural science and ad testing,
starting at $4,600/year.

- Branding5 and BrandBuildr.ai are lower-priced positioning and strategy tools; Brandwatch (acquired by Cision for $450M)
serves enterprise social listening.

- brandvju's edge is a low-cost, self-serve entry point with a free first analysis.
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Context and competitors

SOURCE MATERIAL

Source coverage medium

Source material ADDITIONAL MATERIAL RECOMMENDED

COMPETITOR LANDSCAPE

Tracksuit
Always-on, survey-based consumer brand tracking at scale

Not assessed. Analyse the competitor to have it measured.

Latana
Quantitative, global, mobile-survey-based brand tracking

Not assessed. Analyse the competitor to have it measured.

Brandwatch (Cision)
Enterprise Al-powered social listening and real-time monitoring
Not assessed. Analyse the competitor to have it measured

Behavio
Behavioural science and ad-testing brand tracking for enterprise clients

Not assessed. Analyse the competitor to have it measured.

Theaida.ai
Full-stack autonomous marketing content creation and publishing
You are ahead of Aida on positioning - measured in your own competitor analysis, 2 November 2026

Aida's gap: no gap between stated and shown

BrandBuildr.ai
Workshop-oriented, agency-facing Al brand strategy building
Not assessed. Analyse the competitor to have it measured

Branding5
Low-cost, one-time-purchase Al-generated positioning reports for solopreneurs
You are ahead of Branding5 on positioning - measured in your own competitor analysis, 2 November 2026

Brandingb's gap: a minor gap between stated and shown

WallyMatters
Media buying optimisation and brand lift measurement

Not assessed. Analyse the competitor to have it measured.

DreamTRUE.ai
SaaS-vertical-specific marketing plan generation
You are ahead of dreamtrue.ai on positioning - measured in your own competitor analysis, 2 November 2026
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Context and competitors

dreamtrue.ai's gap: a minor gap between stated and shown

WHITE SPACE POTENTIAL

Category-wide benchmarking authority position (via the Brandfeltet dataset and 'brands look alike’ critique) and the verified-

honest-diagnosis stance are not yet occupied by named competitors, though neither is independently validated by third-party
proof points yet
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The methodology behind the analysis

Not one model. But all the right ones.

brandvju brings together all recognised models and activates them at once. A
brand is a system — only in context does the analysis make sense.

STRUCTURE - 15 SECTIONS - FIVE DIMENSIONS - ONE UNIFIED DIAGNOSIS

01-04 05-06 07-09 10-12 13

Identity Expression Position Relation Coherence

Who is the brand? How does it look and What doesitownin Who does it speak to, Does it all hang
sound? market and how? together?

consciousness?

No model can stand alone. It is the combination and synthesis that produces the strategic diagnosis.

MODEL SELECTION FOLLOWS FOUR CRITERIA

01 02

Academic grounding Practical applicability

Published, peer-reviewed or well-documented in academic Produces concrete, action-oriented insights — not merely
literature — not just consulting practice. categorisations.

03 04

Complementarity Market neutrality

Together they cover the full breadth of brand identity Works across B2B and B2C, industries and markets — not
without unnecessary overlap. limited to one context.
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FROM ANALYSIS TO ACTION

Prioritisation of actions

Actions are sorted into three tiers — not by when they can be resolved, but by strategic
consequence. The tiers refiect the severity of the underlying weakness and the effect of

addressing it.

CRITICAL

Addresses weaknesses that directly
undermine credibility, differentiation
or commercial strength. These are
the actions with the greatest
strategic impact and most clearly
measurable effect. Typically 1-3
actions per analysis.

Month 1-3

What the analysis can do — and what requires more

IMPORTANT

High strategic value, but requires
more preparation, resources, or
depends on something critical being
in place first. Addresses important
development areas with clear effect
on brand strength over time. Typically
4-8 actions.

Month 2-6

CONSIDER

Development opportunities with
positive effect, but lower priority now
— either because they depend on
Critical and Important being
implemented, or because they
require capacity not yet available.
Activated over time.

Month 6-12

Professional honesty is a core value at brandvju. Several analysis dimensions point to assessments that require external

research to be fully verified:

Mental availability

Actual brand perception

Internal culture and employer brand

Interpretation of semiotic signals

Positioning strength in consciousness

ourcing

Qualita

Brand tracking

racking can be uploaded to the

racking in s

ement, it ce

d internal audit

testing MMUNICs

d competitor positioning

erial archive

brandviju is the professional foundation and starting point. Precise, honest and action-oriented.
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brand

brandvju is a brand intelligence tool that analyses and develops brands.
The platform maps your brand’s strengths and weaknesses in 15 sections
built on 13 recognised models and gives concrete, prioritised actions for

how to strengthen your brand.

The analysis is based on publicly available material and is indicative.
brandvju does not replace strategic consulting, but provides a qualified

starting point for brand work.
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